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With the current domestic telecom operators to enter the whole business more 
intense competition, the focus of the telecommunications market in addition to 
attracting new users outside, how to maintain old customers should also become one 
of the priorities of marketing. Telecom operators have a large mount of old users and 
new users. How to cultivate the loyalty of old users and attract new users, is a critical 
problem for telecom operators. Unified integral operators are very good tools for 
e-commerce, but also to enhance their competitiveness and effective means. 
Firstly, the current situation for the entire credit industry were reviewed, 
successful integration of domestic and foreign operators cases are introduced and 
in-depth analysis , and based on the successful practice at home and abroad , that the 
universal integral plan is the general trend of integral operators . Analysis of the 
domestic credit application is relatively backward situation, and China market size 
forecast points, and points out the importance of a unified sense of integral operators. 
On this basis, introduces the concept of integral electricity supplier, customer lock 
and the switching cost theory, theoretical studies of the use of these carriers unified 
integral operators to improve customer loyalty and enhance the competitiveness of 
enterprises an important role, integral locking operation is to produce effect of a 
business model, customer loyalty program is the only way. 
Article is based on the number of China Telecom's current integration of 
provincial and municipal electricity supplier research, analyzes their advantages and 
disadvantages and problems. The effects of China Mobile, China Unicom and other 
competitors, integrated electric provider business carried out an analysis of current 
situation and proposed telecom operators throughout the electricity supplier integral 
system functions. For telecom operators in the open loyalty program in the role, status 
and possible developments, advantages and disadvantages are analyzed. Finally, from 
the integral consumer, business alliances, profit model, customer service and other 
aspects of the telecommunications industry to carry out integral operator 's business 
model, and China Telecom unified operation platform integration business model , 
operations strategy was planned. 
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Nectar 积分计划、韩国 OKoashbag 整合积分服务、美国优诺公司积分项目、澳
大利亚的 FlyBuys 积分、德国 PayBaok 积分服务、新加坡的 MoreRewards 积分、
加拿大的 Airmiles，以及香港的亚洲万里通服务等[11-15]。 
 






1.2.2.1 英国 Nectar 积分计划 
英国 Nectar 积分计划项目 初由四家成员共同发起，它们分别是英国巴克
利银行(Barklay)、塞恩斯伯里超市公司(Sainsbury’S)、戴本瀚百货公司(Debenham)
和英国石油(BP)加油站。在 Loyalty Management Services (LMS) 的组织下成立积
分联盟并发行 Nectar 卡，更吸引了许多其它零售商不断加入。 
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